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SESSION FIVE TRANSCRIPTS 

 

Jay Hello and welcome back. I hope you had a lot of fun with the assignment from 

last session and that you're already starting to see results and increasing the 

number of customers or clients or patients. 

 

It's pretty amazing, isn't it? How easy it is to start adding 5% or 10% more 

customers when you do something a little bit more powerfully, when you add one 

more method to the way you were doing it, when you start formalizing or doing 

something more strategically? It even gets more exciting as you'll see in a few 

minutes because in today's session we're going to focus on the other two ways to 

grow your business. Right now we're going to look at how to increase the 

average transaction value each time your customer or client buys from you. 

Simply put, every time someone makes a purchase from your organization, you 

have an opportunity to increase the size of that purchase. 

 

Now, before I get into the ways you can do that let me talk about the reason you 

must do that. And the reason is benevolent, not self-serving. It's not just to add 

to your profit. It's all about helping your customer or client get a greater 

outcome or a greater benefit or a better result or advantage out of the transaction 

they're doing with your business or practice. 

 

In my opinion, you have a responsibility and an obligation and an opportunity to 

help, advise and introduce every customer or client you ever deal with to all the 

alternatives they have available and to help them understand and examine what 

their objective and their purpose is for buying your product or service in the first 

place. And to help them recognize that they have alternatives, superior choices 
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they could be making that could produce for them a better result, a greater 

benefit, a larger advantage, more protection, more enjoyment than the level they'll 

receive from the purchase they originally intended to make. 

 

There are six very effective approaches you should consider to increase the 

average transaction value each time your customer or client buys from you. 

Number one, use up-sell and cross-sell. Whenever a customer or client makes a 

purchasing decision, they are committed, they are invested. They are already 

mentally expecting to receive and enjoy the benefit and advantage your product or 

service provides. 

 

At that point it is very easy. You have their trust, you have their confidence. It 

is very easy and in fact in many cases it's a nobler service on your part to offer 

that customer or client another product or service that provides them with 

superior benefits or results. The concept that's working here is called the "upsell" 

or the "cross-sell." By up-sell I mean that you graduate the customer to a 

larger or superior alternative product. In other words, they may have been 

content coming in to buy the standard, basic product. And yet, upon interviewing 

them and examining and understanding what their intended use for that product is, 

you realize that the basic standard product can't possibly give the customer the 

performance outcome they seek. So you recommend a larger, higher-quality or 

more sophisticated version of the product that you know will give them greater 

performance and a better result. They don't have to buy it, but you have an 

obligation, at least in my mind, to demonstrate to them the differences in 

performance and outcome they can expect to receive and to make them an offer 

that gives them an incentive for considering trading up. 
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A cross-sell is introducing to the customer an additional product or service that 

will add or dimensionalize or increase the result of the transaction they are doing 

with your company. For example, perhaps they are going to buy a computer from 

you, but you know that by adding a high-speed, higher-performing laser printer 

that quality computer will perform many times better for them. You have an 

obligation and a responsibility if you sell the printer to offer it to the customer also 

in the form of a cross-sell and to explain to them carefully the advantages and the 

improvement in performance that printer can add to the overall value that 

computer brings to them. 

 

Your customers will appreciate you for doing it. Their lives or business will be 

better for it. Why? Because when they choose a superior product or service, it's 

axiomatic. They get a superior outcome or performance. And when they get 

greater results, they're happier. So, your goal in these transactions, when you're 

using either an up-sell or a cross-sell, is to always offer your customer or client 

alternatives, alternatives that perform better and which are in their best interest not 

yours. 

 

What makes these transactions even more appealing is when you give a financial 

incentive to them. In other words, they may have chosen product A or service A, 

but if service B is far more valuable for them you may offer it to them at such an 

advantageous price that they would be foolish not to seriously consider selecting 

the superior alternative. So, whenever you use an up-sell or cross-sell, you're 

doing it because it benefits your customer or client. 
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Let me share a couple of ways up-sells or cross-sells are used in the real business 

world. For a long time the consumer electronics industry has operated from the 

premise that different customers require and desire different things in the 

consumer electronics they buy. They start out then advertising a basic, very high 

quality performing model. It can be a T.V. It can be a stereo. It can be a big 

screen television-whatever. And it's a great value for the money. But it's 

probably got the basic set of features. Why? Because it's impossible to know 

what a given customer wants in the performance of a specific piece of electronic 

equipment he or she is going to buy until you interview them and observe and 

examine how they're going to use it, what their tastes are, what they think about 

high technology, etc. 

 

So, when the customer comes into the store, a service-minded, a value-oriented, a 

result and benefit-focused salesman or woman has the responsibility to engage 

that customer in a discussion designed to identify: first, what the customer's 

primary needs, wants and desires are; and second, to educate that customer as to 

what's available and possible because most customers have no comprehension of 

how sophisticated and how many functions and capabilities a given television or 

stereo or VCR can really offer them. 

 

If I'm somebody who's always gone, it would be a wonderful benefit to me to be 

able to record twenty-four hours, seventeen different shows a night and have it all 

long-term play on a VCR, and I don't know that that's possible and I settle for the 

basic VCR with just limited timer capability. I've lost the opportunity to have a 

benefit that's meaningful to me and to you. And you've lost the opportunity of 

making my life richer and in the process perhaps doubling or tripling the size of 

that sale and having me appreciate you for doing it. That's the concept behind an 
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up-sell or a cross-sell. The electronics industry is probably one of the greatest 

practitioners of it because it helps serve the needs of their customers so well. 

In many businesses and professions, not every, but many, and I suspect yours is 

one of them, there are enormous opportunities to apply and utilize up-selling and 

cross-selling. The automobile business is another one. They offer customers 

three or four up-sell opportunities. First of all, they offer customers normally a 

basic model with basic features and a basic standard engine at a very attractive 

price. If all you want is transportation that is dependable, it's a good value. But 

if you want more luxury or greater performance or a greater sound system or 

more pizazz in the way your car looks, then you obviously would not be benefited 

by buying the standard model. And the salesman or woman is actually doing you 

a great service by alerting you to all the alternatives or accessories you can add to 

that car to make it more to your liking, to make it fit what you want the car to be. 

 

The key here is to help that customer fit the purchase to what they want the 

product or service to be. And until they know what's possible, they can't make 

the best reason, most intelligent and effective purchasing decision about any 

product or about any service. So your opportunity is also your obligation. You 

can't allow a customer to just select what they want to buy until and unless 

they've been educated to know how much more or better is possible. That comes 

from offering them up-sells and cross-sells. 

 

I told you about how the electronics industry operates. The auto business, as I 

said, they offer basic models. They also offer people, you know, a lot of their 

advertisement, a very attractive lease-type purchase. That's right for a lot of 

people, particularly with today' s tax laws because leasing is one of the only 

mechanisms most people have left of getting any good tax deduction; however, 
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some people, a lot of people don't want to lease. They want to end up owning 

the car out-right. And for them, even though a $99 lease may be very attractive 

sounding, it's not the best purchasing decision for them to make. So you have 

this obligation. 

 

I talked earlier in this program about the company in Australia I work with that 

sells blinds and curtains. You might remember I explained that their standard 

offer is an incredibly attractive price on a really fine basic blind or curtain 

installation. And if that's all you want is a plain white set of curtains or a plain 

white set of blinds in the basic style, it's a great value; however, the vast majority 

of people want more. They want their house to look better. They want their 

offices to look more dramatic. They want their furnishings and their accessories 

to coordinate. And that opens the door to recommending alternatives to those 

customers, and you do that by offering up-sells and cross-sells. 

 

Up-sells are different grades, different fabrics, different colors, different styles of 

blinds or curtains. Cross-sells are other decorations that go along with it. For 

example, a beautiful valance or coordinating the curtain fabric with perhaps 

reupholstering a given chair in the room to draw the entire room together. But 

these two functions, up-selling and cross-selling, are the vehicles you have 

available to your company or your profession to render substantially greater 

benefit and service to your customer or client and in the process greatly enrich 

yourself. 

 

The second approach to increasing the average transaction value is to use point-of- 

sale promotions. Point-of-sale promotions are nothing more than either 

displays or signage that grabs or grasps the customer's attention right at the  
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point-of-sale. Keep in mind the psychology of a customer. Once he or she has 

decided to buy any product or service, they are committed. They have become 

impassioned. They have already started envisioning themselves owning, 

possessing, using or benefiting from that product or service. It is very easy at that 

point to assist them to get even greater value or enrichment from the transaction 

by offering them other items that complement the purchase the customer or client 

has just decided to make or another good product or service they can benefit from 

at an advantageous price. 

 

Let me tell you where this is most prevalent. You drive down the street and you 

see a retail store of any kind — it can be a grocery, it can be a furniture store, it can 

be an ice cream store — and you see a sign in the window or draped on the outside 

and it says, "SALE." Or it says, "TWO FOR ONE." Or it says, "SPECIAL 

PURCHASE." Anything like that grabs your attention. That's the standard form 

of point-of-purchase that small retailers use. 

 

Now, internal point-of-purchase that retailers are renowned for using are signage 

and displays right at the counter or right on the ends of the aisles. Think about 

when you go to the grocery. You see displays offering extremely attractive 

pricing on products you may normally use or you may never use. How many 

times have you bought 24 cans of a beverage or an incredibly oversized box of 

breakfast cereal you didn't even eat because it was so advantageously priced? 

 

In convenient grocery stores, like 7-11s, they constantly put impulse-type items 

right at or on the counter. Why do you think all the gum and the beef jerky and 

the vitamin packs and the lottery tickets and the National Enquirers are right at 

the counter when you're checking out? Because they're point-of-purchase selling 
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displays, and one out of maybe every three people who see it buy it. That adds 

tremendously to the sale and even more so to the profit per customer of every 

transaction. Starting to get exciting, isn't it?  

 

By the way, the customer is already psychologically motivated to be a buyer. He 

or she has already made a purchasing decision. 

 

When you buy an automobile, they take you into the finance room. You may not 

know this, but one out of every two purchasers of automobiles when they go into 

the finance department to close the sale buys something else-point-of-purchase. 

They may buy an accessory package. They may buy an extended warranty. They 

let the finance department arrange the financing for them. Each one of those is an 

additional point-of-purchase sale that the automobile dealer is making and 

profiting from. 

 

But they're doing a great service. Isn't it a great service when your car is 

protected for four or five or six years and you have peace of mind? Isn't it a great 

service if you don't want to go to your bank and do it yourself if the car dealer 

arranges financing for you? Isn't it a great service if you buy a very expensive car 

to know you've got what's called a "Lo-Jack" system in it, so that if it ever gets 

stolen the police can push a button and locate it on the spot? 

 

Automobile dealers are a great example, but let me give you another one that's 

very interesting. I have a medical doctor, a general practitioner, who has a very 

large practice in Texas. A year ago at my recommendation he started putting up 

little signs around his office, in the waiting rooms, in the rest room and right at the 

counter where people paid after they'd been examined, all winter long and the 
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sign said, "Flu shots. Just $19.00 today." This doctor genuinely believed that flu 

shots were a very good preventative for all his patients to consider, but he found 

when he put these little signs up around his office that one out of every three 

patients who visited his office took advantage of them. 

 

The difference that meant to his business was profound. It added well over a 

thousand dollars a week all winter long to his practice revenue. That thousand 

dollars, or nearly $5,000 a month, paid all of his rent, paid most of his staff, and 

paid him the greatest compliment possible because so many of his patients 

acknowledged through taking advantage of this offer that they appreciated the 

service and, yes, they did want to protect their health and get the precautionary 

shots. 

 

The doctor's doing it again this year, and I've introduced 25 other physicians 

who've come to my training programs to this practice. But it works because 

people wouldn't be in that doctors office if they didn't want to take care of their 

health problems, if they didn't want to avoid getting sick and correct a health 

problem immediately. It's a logical extension of where the customers mind is at, 

and that's the key to successfully incorporating point-of-purchase selling 

approaches into your business. Think about where your customer's at. What will 

benefit and impact them the most instantaneously at the time they decided to make 

that purchase with you. 

 

Now, think about this. The classic example of point-of-sale promotions is K-Mart's 

famous blue light special. Everyone laughs and makes fun, they go, "Blue 

light special, blue light special," but the truth of the matter is, why do you think 

they did it? They did it because every time they'd put the blue light up and they'd 
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announce it to people who were already in the store, there for the purpose of 

buying, people would flock to the sale that was being offered for the next ten or 

fifteen minutes only, and a large portion of the customers in the store would buy. 

I had a wonderful experience the last time I was in Australia. I went to a famous 

discount retail store and I walked in and saw a woman pushing a hilariously 

oversized cart with a red light on it with a microphone in her hand moving from 

department to department where she would stop, take out the microphone and 

announce the special of the moment. People would flock around her. And I 

talked to the clerks afterwards and they told me that this simple little point-of-sale 

promotion added tens of thousands of dollars on a Saturday to the company's 

cash register receipts. 

 

Now, the third approach to increasing the average transaction value is packaging 

complementary products or services together. This differs a slight degree from 

the concept of cross-sell that I just introduced. Packaging, by my definition, 

refers to combining products or services together and offering them as the initial 

sale. In other words, you're not waiting for a customer to buy one thing and then 

adding another after the fact. You're bringing two or three or maybe four 

different products and services together and making that the initial offer you make 

to the customer. 

 

A good example in a consumer products field is a company called St. Ives Labs. 

They make shampoos, hair care products, etc. But they have sold based on a 

concept that's exclusively packing together products. They have large size units 

of shampoo with complementary conditioner together for one price which is more 

advantageous than buying separately. The key to packaging products together 

wherever possible is to offer them to the customer or client at a more price-
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advantageous-manner. 

 

I have a plastic surgeon who will do your face for $5,000, your eyes for $6,000 

and your nose for $5,000, but who offers package deals where you can have eyes, 

face and nose together for a mere $10,000. About half his patients take 

advantage of that offer because it's such a good value for them. 

 

In the early eighties the entire face of the computer industry was changed forever 

by a company called K-Pro. Up until K-Pro came on the scene, computers were 

sold separately. You bought the computer from one company. You bought the 

monitor from another. You bought the software from another. You bought the 

printer from another. K-Pro was the first company to ever offer the whole 

package together. And by whole package I mean you got the monitor, you got 

the computer, and you got the software all bundled together for one low price, 

which was a fraction of the price you'd have to pay to buy the components 

separately. The key here is bundling, packaging, putting together complementary 

products or services in a price-advantageous-manner that offers an almost 

irresistible value to your customers, a value so much superior to the individual 

product or service they may have been inclined originally to buy alone. 

 

Whenever possible ask yourself this question: What different products or services 

can I package or bundle together advantageously to bring a greater value and 

greater performance to my customer? When you come up with the answer, three 

things occur: Number one, your customers or clients are happier because they get 

a greater value and greater performance and they normally will get items they 

wouldn't be inclined to buy on their own; Number two, you're going to be happy 

because even if you give your customer or client better pricing on the combined 
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package, you're ending up with a lot more profit on the sale. Put a pencil to it 

and you'll find out; Number three, since your customers, clients or patients are 

happier having gotten greater performance and value for their money, they'll be 

much more inclined to come back to you frequently and bring their friends with 

them when they do. 

 

The fourth approach is disarmingly simple: Increase your pricing and hence your 

margins. A lot of people in business and the professions have allowed the 

competition to relegate them to the role of being nothing more than a commodity. 

I hope this isn't the case with you, but if it is I want you to step back and think for 

a moment about why. Why do you have to be a commodity? Because you don't. 

The more distinctive you make yourself, the more valuable your market will 

normally perceive you to be. 

 

A lot of my clients are shocked when I tell them, first and foremost raise your 

prices. You're charging too little for the service or the value you're rendering. 

They think I'm crazy-but it's absolutely true. 

 

Let me give you a couple of examples from my client files where raising the price 

alone dramatically improved the profits. First of all, I'll go back in time and tell 

you my own experience. I used to promote my seminars at $5,000. I raised the 

price for the program I was doing to $15,000 and thought I would lose half or 

two-thirds of my customers. Instead, I over sold six events in a row. As an 

experiment I raised the price again $5,000 to $20,000 and over sold that event by 

a huge margin. I tried another version at $25,000 and filled every seat that I had 

available. My point? At a different pricing the value and the desirability of a 

product or service changes very significantly. 
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Years ago, I worked with a newsletter publisher who arbitrarily decided to double 

the price he was charging for the letter. All of his staff told him he was crazy, that 

his subscribers would flee, that none of his subscribers would renew. 

 

Interestingly, he got twice the renewal rate of the industry average; he makes 

money up~ front because he's got enough margin to allow it; people read and 

respond to his recommendations at a higher level than anyone else in the 

newsletter industry because they respect him differently than the people who 

charge half or less of what he charges. 

 

It's important that you recognize that a lot of the way people see us has to do 

with the value we charge for our services or products. If we don't hold ourselves 

to a high standard and a high value, if we don't revere the value and performance 

of our product or service and charge accordingly, it's not surprising when the 

market doesn't either. You know when I told you earlier about raising the price 

of my own programs five, fifteen, twenty, twenty-five thousand dollars, a point I 

want to add to that is that fact that a majority of the people who attended and 

participated in those programs added tens of thousands, hundreds of thousands, 

millions and in a number of cases, tens of millions of dollars in increased sales and 

profits to their business' bottom line by following the methods and 

recommendations I made. And that wouldn't have been possible if l didn't 

structure the program to allow me enough profit to organize it, to deliver it, to 

work with them, to bring all the contributors I was able to bring to the program. 

 

There's a direct analogy to your situation. Many times if you keep your prices 

too low you don't allow yourself enough margin to deliver all of the services and 
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all of the value your product or service has the capacity to offer. So you actually 

could be doing your customers or clients a definite disservice by charging too little 

and not being able to afford to provide them with all the additional services, 

follow-up and attention necessary to add the greatest value. 

 

Now, let me give you a couple of examples of how clients of mine raised their 

prices, improved their profits and margins, and had their customers' and clients' 

respecting them at a much higher level for doing so. 

 

An accountant I work with in Australia segregated all his clients into A file, B file, 

C file and D file. A and B category were the clients he thoroughly enjoyed 

working with and who were larger and more profitable for him. C and D category 

clients were ones he didn't particularly enjoy working with, and they weren't 

particularly profitable either. He decided he would double his prices to those C 

and D category clients hoping to eliminate most of them, because he didn't want 

to just terminate them. He thought that was unethical. He was surprised that 

when he did that not one client left him. All of them accepted immediately the 

price increase because they believed he was worth it and he'd been grossly 

undercharging them. They respected him, ironically, more for doing it, and he all 

of the sudden found far more joy and pleasure in working with these two 

categories. Also, he added $250,000 to his billing that year, almost all of which 

was pure additional profit. 

 

Another client of mine, a special consultant who works with hospitals used to 

charge $500 for his service. He systematically experimented, at my 

recommendation, raising his price from $500 to $1,000 to $1,500. Now, he's at 

$2,000. He increased his sales conversion, meaning he increased the number of 
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prospects who took him up on his proposition, ten times over. He has raised it 

now to the $5,000.00 mark. He hasn't seen sales drop off one iota. He is ten 

times more profitable than he used to be. And the clients he's working with, the 

hospitals, respect him at a level they never respected any other consultant they 

ever worked with because he's so expensive and they see the value of his service. 

 

One other example from down under. I worked with a chain of convenience 

groceries and gas stations. They had gasoline islands out front and convenience 

grocery stores like 7-lls inside where you went to pay. I asked them to try an 

experiment for just thirty days. They raised the prices of half the items in their 

convenience store, the chewing gum, the cokes by an average of 20% an item. 

They were appalled when I asked them to do that. They said, "No one will buy 

that." I said, "I disagree." As a convenience, it has a premium value to that 

customer. It's not going to be judged as a commodity. 

 

They grudgingly agreed and that grudging agreement made them $900,000 profit 

extra in the next 12 months because, as I suspected, sales did not drop, they 

expanded. Customers did not balk. They cheerfully paid 20% more for the gum 

and they cheerfully paid 20% more for the beverages and they cheerfully paid 

20% more for the donuts and the coffee because it was a convenience. It wasn't 

whether it was 50 cents or 59 cents, it was the fact that they were in a rush. They 

were going to work or from work or to a meeting and they wanted a cold drink or 

a hot drink or a sandwich. 

 

With many products and services price has nothing whatsoever to do with it. It's 

convenience. It's protection. With a lot of products and services low price has a 



How to Get From Where You are to Where You Want to Be – Transcript 

 

 16 

correlation with low value. In my experience, and I can't promise it'll be the same 

for your enterprise but it's worked about 90% of the time, when you raise prices 

on a high perceived value product or service, market demand increases. It doesn't 

decrease. 

 

Now, you might be asking yourself, "Well, if l raise my prices aren't I going to 

look really stupid against my competitors?" And the answer is absolutely not as 

long as you remember one critical thing. When you raise your prices it allows you 

to improve dramatically the amount of value or benefit you give those customers 

or clients. So, you actually will set yourself and your company or practice apart 

in a far more favorable way in the eyes of your customers or clients for doing so as 

long as you remember if I raise my prices I can afford to do more for my client. 

If I raise my margins, I have more available to allow me to service them, to 

educate them, to work with them, to add other products or services to the 

transaction, to do more for them than any of my competitors do. 

 

I want you ask yourself this question: Can I raise the pricing on any or all of the 

products or services I currently sell? And if l do, could I use the increased 

margins I will then be making to justify adding more products or services or 

support or education to the transaction? The key to always remember is: How 

can I give my customer or client a superior product, a superior service, a superior 

benefit, a superior result so that my company or my practice will always offer 

them more than the competition does? 

 

Approach number five: Change the profile of your products or services to be 

more up-market. By up-market I'm referring to positioning your company or 

your practice at a higher level of distinction and quality than the competition does, 
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holding yourself to a higher standard of performance, holding yourself in higher 

esteem, respecting the customer at a higher level, dimensionalizing your business 

or your practice in a more thorough and compelling way. 

 

Let me give you a couple of examples. As I'd mentioned earlier in this program, 

one of my businesses is seminars and training programs. That business got started 

by sending sales letters out to rented lists around the country. And it did well. 

However, I wanted to distinguish and differentiate my business and my service 

and my training program at a level far and away above anyone else we competed 

against. So, I methodically created 24~page, four-color sales announcements and 

we started publishing them in major magazines around the country like Success 

and Entrepreneur and the airline books. No one had ever done that before. It 

had pictures of me. It had introductions to all the people I'd helped. It talked 

about famous people in business who were endorsing me. It answered questions. 

It was extremely qualitative. It presented and positioned me at a level that had 

never been done by any other seminar or training company in the world, not just 

in America, but in the world. 

 

The results have been two-fold. Number one, the business has taken off like you 

can't believe. Number two, the people responding to our four-color, 24-page, 

prominent announcements in the major magazines are responding in a way they 

never did when they got a sales letter. They're looking at me, and my program in 

a way they never looked at them before because them stands out so distinctively. 

They're respecting my message and my ability and my methods in a way I never 

thought possible. All because we decided to experiment, to try a test and see 

what a difference posturing and positioning our programs more up-market would 

make. 
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I strongly urge you to look at your business or practice and ask yourself: Could I 

take any or all of the products or services I sell and reposition them to be more 

up-market? And you really needn't worry about losing existing customers for two 

reasons. Number one, the higher perceived value you give your business or 

practice, the more appreciative your existing customers are bound to be. Number 

two, there's no reason you can't split your business and market to two different 

segments of the marketplace. I have a lot of clients that have two different 

divisions selling the same products or services, one in a basic form and the other 

in a more expansive form to totally different segments of the market place. 

 

I had an investment client one time that had a boutique type of a division that sold 

to very high-end clients, and they gave them enormous amount of service and 

attention and research free, they also had a discount division that sold to people 

who just wanted great pricing and they had the middle of the road that sold to the 

masses. All three were very profitable. All three sold very differently. All three 

sold to different segments of the market, but all three sold brokerage services. 

You have to ask yourself, "Is there a level of my market more upscale than I'm 

currently reaching that I should be catering to?" And if the answer is yes, which it 

could be in many cases, all you have to do is try a safe little test and see what 

happens. In a majority of the cases, when you raise your market positioning and 

become more upscale, your existing customers look at you with more respect, 

thus they have more loyalty and that turns into more referrals, and large segments 

of the marketplace who never noticed you before all of the sudden start noticing 

you and buying from you. 
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Trust me on this. Give it a try. Don't change totally everything you're doing. 

Start by safely and conservatively testing, making a little experiment, put your toe 

in the water. Try a few little test mailings or test calls or going after a few 

different segments of the market than you presently cater to and see what 

happens. 

 

All I'm saying is this: In more cases than not when you change the profile of your 

products or services to be more up-market, it improves your business 

dramatically. Try it out and see for yourself what happens. 

 

And finally, number six, and this is the most obvious way to increase your average 

transaction value: Offer larger units of purchase. By larger units of purchase I 

mean just that. If most people buy a one week's supply, offer them a month or a 

three-month or a six-month or a year's supply at an attractive and advantageous 

price. If people normally buy one ticket, offer them a deal if they buy enough 

tickets for their whole office, or their whole family. If people come by 

themselves, offer them an inducement for corning with a friend or a colleague or a 

family member or a date. 

 

Let me give you classic examples. In the last two or three years the entire 

retailing marketplace has been turned topsy-turvy by the advent of warehouse 

pricing. Price Clubs and Costco's and Sam's Clubs have come into being. They 

offer you massive jars of peanut butter and they offer you huge drums of laundry 

detergent for prices dramatically lower per ounce or per pound than you can buy 

in a conventional grocery store. And guess what? People are flocking to buy this 

way. 
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The industrial chemical business flourishes because they sell to industry in 55 

gallon drums or in pallet sizes, so that if you have cleaning to do or of you need 

certain kinds of chemicals you don't buy a one-day supply or a one-week supply, 

you buy it in monthly or quarterly or annual consumption units and you save 

tremendous amounts of money. 

 

In the investment business, mutual funds have flourished by offering investors 

tremendous price breaks when they invested larger amounts of money in a given 

fund. Transaction fees may drop from two percent all the way down to 

threequarters of a percent if you go from investing $5,000 to $100,000. So what 

happens? People have a tendency of putting more money into a fund than single 

transaction. That's the goal. 

 

Disneyland used to sell individual usage tickets where you got a chance to ride 

one of these and three of these. They found through experimentation when they 

gave you the chance to ride more rides with a single purchase, they could charge 

more money and more people would buy. They now have family plans and they 

have season ticket plans that give families much more advantage for buying larger 

units. 

 

I'm taking my family on a cruise this holiday season. I'm doing it because the 

cruise line offers a much greater price advantage for taking a family of six than 

most hotels do. There are great incentives. With every family member you add to 

the cruise, the price per person drops. Imagine me having so much incentive and 

motivation that I'm excited about paying to bring my mother and mother-in-law 

along on vacation with us. 
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That's the power you have available when you offer people larger units of 

purchase. The trick is this: If possible, but not necessarily, if possible give them a 

price advantage along with it. But it's not necessary. If people have never been 

offered larger units of purchase, just by offering it to them, a lot of your 

customers or clients will chose that option. 

 

Don't believe me, by the way, try it out for yourself You can do it today, 

tomorrow, over the next week. It's that simple. If normally you sell a product or 

service, ask yourself this question: What larger size or quantity of that product or 

service could I also offer as an alternative to my customer or client? And then 

offer it. Try offering it at regular price. Try offering it at a preferred price. See 

what happens. If you offer that to ten people a day, see how many say yes. And 

see what a difference it makes to your bottom line. I think you'll be surprised 

very favorably by what happens. It's a powerful and a disarmingly easy way for 

you to increase the size of the transaction. 

End of Side 
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Now, let's look at the third and the final of the three ways to grow your business 

or profession. Increasing your frequency of re-purchase to get more residual 

value from each client or customer. Let's examine for a moment the real 

opportunity that exists here. The other customer or client that you work very 

hard to attract in the first place, you sold them a product or a service that they are 

very satisfied with. They're happy. It performs for them. They get value. They 

get satisfactory results. They get benefit. They trust you. They entrust you with 

a critical part of their business or personal life. Getting them to express that 

confidence and trust in you by purchasing your product or service more often is a 

very easy thing to do. 

 

So your goal here is very simple. If you can assist your customer and client and 

help them purchase more of your products or service so that they are benefited at 

a higher or broader level, they're happier with you. They get more results. They 

get more protection or satisfaction. They get more tangible benefit from dealing 

with your firm and you make more money. 

 

Now again, we have six different approaches you can use, and the first one is to 

develop a back-end of products and services you can offer your current and past 

customers. The concept here is very simple. You have existing customers, you 

have old customers. They are very happy with you. They trust you implicitly. 

They tum to you and your organization for a result that they depend upon. It is 

very easy for you to suggest and introduce them to additional products or services 

that give them similar or an expanded benefit in their lives or business. 

Now, it's important for you to recognize that just because you have inactive 

customers who bought in the past and aren't currently buying from you right now, 
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these people are still prime prospects for additional products or services you 

decide to sell as a back-end. The concept of a back-end is you're introducing 

your current and former customers to new ways your organization can improve 

their lives. 

 

I have a very interesting client who's a hazardous waste consultant. He goes into 

industrial firms around the world and he analyzes their exposure to hazardous 

waste problems-liabilities, fires, explosions, contaminations, penalties from 

government agencies, etc. After working with me for a year, he realized that 

consulting was not the real opportunity he had in his business. His real 

opportunity was his ability to introduce his customers to key experts who could 

solve the problems he uncovered. 

 

In other words, he would identify that they had a real exposure to hazardous 

waste contamination. In order to eliminate that exposure, they have to bring in a 

contractor who is a specialist. But his clients had no idea what contractors to 

bring in. He did. He made an arrangement to represent the best hazardous waste 

contractors in the country. And now when he does a project and uncovers an 

opportunity for hazardous waste contractors, he's in an excellent position to 

secure the job for one of the companies he represents. Bottom line: His 

consulting business makes him a couple of hundred thousand dollars a year; his 

representation business where he represents contractors makes him millions. 

 

Does this give you an idea? 

 

Let me give you another couple of examples. Many of the record clubs, once 

you're comfortable and buying on an ongoing basis, will introduce you to their 
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video club or their book clubs. Why? Because they know that a very large 

number of their satisfied CD customers will gladly cross over and start also buying 

videos on a regular basis. Or books, etc. 

 

I have a fashion clothing store that started a really neat little shoe and purse club 

where they picked out their top customers, and they signed them up to be in a 

club where every season when the new purses and the new shoes come in, they 

automatically sent them out first to these customers on approval to try on and try 

out. If they like them and want to keep them, they automatically charge the 

purchase to their credit card. If they don't, they merely send them back collect, 

and it's no problem. They found that 80% of the members of this club keep at 

least one item when they send them to them~ if s added hundreds of thousands of 

dollars to their bottom line every year. Actually, the customers love them for it. 

 

There's a wine company that I have a relationship with that started a wine club. 

Every month, they send, to people who visited their winery, a different selection 

of wine. Some of it's theirs, some of it's other people's. Some of it's white wine; 

some of it' s red. Some of it' s dessert wine, some of it' s Champagne. They've 

expanded their business ten times over and in the process built a loyal following of 

people who keep buying over and over and over again. 

 

I quadrupled the business for a tree trimmer with a simple idea. His basic business 

was totally reactive, as was everyone else in his field. Somebody had a tree that 

was overgrown or needed to be pulled out, they'd call him, he'd come, he'd take 

care of it, he'd leave, he'd wait to be called again. I pointed out to him that the 

vast majority of people who needed trees trimmed would need those same trees 

trimmed again in six or nine months. So, why not set them up on a regular 
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ongoing service where he didn't wait for them to call him, but he just went out 

systemically, quarterly, semiannually and trimmed those trees for them and charge 

it to their credit card. 

 

He thought about it, and thought "what a great idea!" And in a matter of three 

months, he converted 70% of his active customers to this ongoing service. 

What it did was remarkable. It took people who purchased haphazardly and 

erratically and got them to start purchasing four times a year forever from him. 

The difference that made to his business was an immediate doubling of sales, an 

immediate quadrupling of profit because he was able to stop totally running ads in 

the Yellow Pages, in the local newspapers, he was able to eliminate totally his 

sales force. Because between the customers he locked in ongoing forever and the 

referrals these satisfied customers got, he couldn't handle all the business that 

came to him. 

 

Now here's what I'd like you to do. Ask yourself this question: What other 

products or services, or combination of products and services, could I be offering 

my existing customers or clients that would be a logical extension or complement 

to the benefits they gain from coming to me in the first place? Once you identify 

what those products or services are, then I want you to do, guess what, a little 

test. Pick out an appropriate product or service, or combination of the two, and 

see what happens when you offer it to your customer in a non-threatening way. 

You could offer it to them by phone, you can offer it to them by letter, you can 

offer it to them by at the point-of-purchase, you can offer it to them through your 

sales force. However you currently communicate with your customer best is the 

way I want you to offer them this back-end service or product. If they 

enthusiastically embrace your offer, I want you to try it again with more 
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customers and more clients and see what happens. 

 

What should happen is this. If your customers and clients respect you, which I 

have every confidence they do, they'll be delighted and appreciative of the fact 

that you thought enough about them to bring other valuable products and services 

to their attention. Just by offering these products and services to them, a large 

number of your customers will purchase. That process alone is enough to 

dramatically increase your sales, with you doing nothing more. 

 

As you get comfortable with back-ending and see how responsive your customers 

and clients are to it, you'll come up with all kinds of other ways to use it more 

intelligently. Right now all I want you to do is basic back-ending 101. Pick out a 

logical product or service that's appropriate, offer it to a small number of your 

customers, step back and see what happens. 

 

The second way to increase your frequency of repurchase is to communicate 

personally with your customers or clients by phone or letter to maintain a strong, 

positive relationship. The best single example that I have of this is American 

Express. I have three different American Express cards, two for my businesses 

and one personal. I get more wonderful letters, more surprise certificates and 

gifts, more updates, more alerts, more communication from them than anybody 

else I have a business relationship with, and guess what, that subconsciously 

prejudices me to want to use my American Express card over the other cards I 

carry. Simple? But powerful. 

 

Let's look at how other businesses use continual communication to increase their 

frequency of transaction. A chiropractor that I work with sends letters out to his 
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patients every four months. He calls patients personally twice a year. He alerts 

them to self-administrable screenings they can do, he tells them about new 

procedures he's got and he offers them continual opportunities to come in for free 

services. Does it work? Well, all I can tell you is that this chiropractor has a 

waiting list of people standing in line figuratively to try to get an appointment with 

him every day because he's booked solid for weeks in advance. That was not the 

case when I first met him. 

 

I have an auto dealer in Australia who started following this procedure after he 

met me, and he's reported that his business has improved 20%. They call, they 

send letters, they actually go out and visit their customers, they communicate 

constantly and strategically, and there's an important distinction here. 

"Constantly" doesn't work if it's not strategic. And by "strategic" I mean it's got 

to be ongoing and purposeful, and it has to be self-serving to the customer. 

 

Communicating to a customer or client and telling him how great you are doesn't 

do the customer a lot of good. Communicating to the customer and finding out 

how well their car is performing, offering them a free checkup, offering them a 

free oil change, offering them advice that will help them get longer use out of their 

tires, or be able to go further between tune-ups is a great service to your customer. 

So you've got to make certain that whatever strategy you use to communicate 

constantly with your customers or clients is one that always puts the 

customer or client's interest ahead of your own. 

 

And, while we're talking about communicating continually with your customers, 

I'd like a distinction here. It's a very powerful one. I look at customers and 

clients as dear and valued friends. I'd like you to consider doing the same. The 
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way I look at it, I'm so lucky if I'm a business to have customers who are valued 

to me, they are old friends. I'm deeply connected with them. I care about them 

far beyond their capacity to spend money with me. I celebrate for them, I 

empathize with them, I'm there for the agony and the ecstasy. 

 

If you share that feeling, you've got more motivation and desire just as you would 

with any good friend to communicate, to keep in touch. If you look at your 

customers and clients as dear and valued friends that you have the opportunity 

and the pleasure to stay connected with it, it makes the process a lot more 

enjoyable, exciting and fulfilling. That's what I recommend you consider doing in 

your business situation. 

 

Now, let's go on to number 3. Endorse other people's products or services to 

your customer list. As you've done business with your customers or clients, 

you've established a connection with them, an affinity, a trust and respect. We 

talked about that a little while ago. I want you to use that relationship now in a 

stronger, more concentrated manner. I want you to formally use the power of 

endorsement, you're recommending and endorsing other suppliers or vendors or 

professionals to your customers in a concerted and strategic way. If you do it 

correctly, it can't help but produce an enormous flow of new business for you and 

for the company or professional you are endorsing. 

 

Now in order to do an endorsement, a few things must occur. Number 1: You 

must have your customers organized in a list form. That means you've got their 

name, their address, their city, their state, their zip and their phone number on file 

somehow and you can get it organized for purposes of either calling or mailing. 

Number 2: Hopefully, you're in a position where you can identity customers or 
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clients by area of interest or purchase, because you probably have within your 

general customer or client base a substantial number of people with special 

interests who will be more receptive to specific types of products or service 

endorsements than others. So you want to isolate them and identity them. It's a 

very simple process, but it requires you to look at your customer makeup in a 

different way than you ordinarily do. 

 

After you've done those two things, ask yourself this question: What other 

products or services does my customer or client tend to buy or need before, 

during and after they purchase their basic product or service from me? In other 

words, there are obvious products or services your customer needs or desires 

before they come to you, there are products or services your customer can use 

along with those that you sell, and there are products or services that are 

appropriate only after they have acquired whatever it is you offer them. I want 

you to make a list of what all their products and services are on the continuum. 

Before using your product your service, during and after. 

 

Then, I want you to do something really simple: Go to either the Yellow Pages if 

your business is local, or go to directories that are easy to find in a business 

library, if you're national or regional, and get the list of the names and the phone 

numbers and the addresses of all the best companies who provide the products 

and services that appear on these lists. Then I want you to call these companies 

up, ask for the sales manager, the president, the owner, depending upon the size 

of the companies, and make a deal with them. Make a deal to offer their products 

or services to your customers or clients through endorsements, through letters 

you write, or through calls you make, or through offers you communicate through 

your sales force, or through various displays you might do in your stores if you 
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are a retailer or if you have customers coming into a fixed facility. 

A typical deal would look something this. A newspaper I know went to a 

marketing consultant and introduced his services to all their advertising clients. 

They benefited two different ways. They made a deal where they got half the 

consulting fees from every client who engaged the marketing consultant, but that 

was only the first tier of the profit they realized. Because every one of the clients 

who engaged the consultant learned how to use advertising more powerfully and 

effectively and they were able then to justify running a lot more and lot larger ads. 

So the newspaper through endorsement benefited two different ways. 

 

A dating service I worked with puts together trips and cruises and has a limo 

service and turnkey dating package that they offer as an endorsement to all their 

customers. The first letter they ever tried sold 100 cabins on a luxury cruise and 

over $300,000 of revenue that they got a large profit share on. Endorsement has 

turned into a large profit center for this business. 

 

A number of newsletters I work with endorse investment firms, financial advisers, 

insurance companies, financial planners, seminar companies. And in many cases, 

it's not at all uncommon that your mainstream business gets overtaken by all the 

successful endorsements you do. 

 

Two more examples to help you see the possibilities, and they are very different. 

The AARP (the American Association of Retired People) makes millions of 

dollars a year by endorsing insurance carriers who offer specific types of 

retirement insurance and health insurance for their members. Sears Roebuck 

made hundreds of millions of dollars by endorsing Allstate to all their customers in 

their stores. The concept of endorsement is one of the most powerful tools 
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you've got to easily and automatically expand the sales and revenue you get from 

an existing customer or client. 

 

You're doing that customer or client a fine service also if you introduce them to a 

worthy company or professional they would not ordinarily be familiar with. 

Everybody wins big when you start using endorsement. So I want you to start 

thinking very seriously about adding endorsement to your business operations. 

 

The fourth way to increase your frequency of repurchase is to run special events 

(such as closed door sales, limited prereleases, preferred customer offers, etc.). A 

lot of the methods I'm going to recommend have a hidden, added benefit to them. 

They distinguish and recognize your customers or your clients as being very 

special. 

 

When you run special events (such as closed door sales) you help show those 

customers how special they really are to you. This is really easy, fun and simple 

to do. 

 

I have a women's fashion store that runs a special, preseason sale four times a 

year at my direction; we send an announcement out to our best customers telling 

them that we've just gotten in the new season's line; we haven't put them on the 

racks yet; we're going to put them on the racks before the season begins. For one 

weekend, after hours, they are invited to come in. We sell tens of thousands of 

dollars of clothing in this period. These customers love being given the 

opportunity to purchase great fashions ahead of the rest of the market, and the 

sales have become something that all the best customers look forward to with a 

passion four times a year. 
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I've got a good friend who's an interior designer. I worked with him a few years 

ago and started a process that he's continued doing ever since, and it's very 

successful. Twice a year he takes his demos, floor models and samples, and offers 

them for sale to his best clients. He sends a wonderful, wonderful announcement 

out, he moves them all to a wonderful lush location, he gets a wonderful caterer 

to bring hors d' oeuvres, he gets a group of musicians to don old English attire and 

stroll the grounds playing melodic songs-it has become a wonderful event. 

People fight for the chance to attend. While he's having all this fun, my friend is 

making over $200,000 on every promotion. 

 

I have a jewelry client who holds five private sales a year. He invites his best 

customers, he offers two different things: Special new designs and items, and 

custom designing. It generates over $500,000 a year to his treasury. It's a 

glorious affair. It's catered. Everybody dresses up. He has music. He has 

models. He shows millions of dollars worth of jewelry. There are armed guards. 

The press are there. It's an incredible experience. And one of the keys to making 

special events successful is turning them into glorious, incomparable experiences. 

Fun, joyous events, everybody wants to be part of 

 

But the events don't always have to be exciting. They have to be always 

advantageous in some manner. For example. A famous computer company I 

worked with made an extra $300,000 last Christmas by doing a mailing to a 

segment of their best customers offering a special training program that customer 

could come to for half-price if they brought along with them a full-paying 

attendee. They had never done anything like that before. That simple promotion 

generated $300,000 in increased profits; not sales, but profits, just for doing it. 
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Now it has become an annual Christmas event. 

 

So, ask yourself this question: What different kinds of promotions or events or 

opportunities could I offer my existing customers or clients that would make them 

feel special, that would given them a unique advantage or experience that I could 

offer to them ahead of everyone else in the market place. There's no business or 

professional practice I've looked at that couldn't do something like this. 

 

I have an ophthalmologist that has an annual Christmas party for all his past 

patients. Everyone is invited to bring with them at least two friends who might be 

interested in his services. His last party had 600 people attending. He gets 

millions of dollars in business. He has a very large clinic. He gets millions of 

dollars in business from these events. 

 

You don't have to operate at that large of level. Whatever size business or 

practice you run, you have customers or clients, you owe it to them to 

acknowledge them and make them feel special and if you do it with special 

promotions and events, you can tum it into a very profitable experience for 

everyone involved. 

 

The fifth way to increase your frequency of repurchase is to program customers 

or clients. Now I'm not talking about programming them like Jim Jones in 

Guyana. I'm talking about helping your customer or client gain for themselves a 

greater benefit, greater result, greater advantage out of the product or service you 

offer them by helping them develop a strategy, a long-term buying strategy that 

will make their purchases perform better for them. 
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With many products and services, not all, but most, it stands to reason that the 

greater the frequency of usage, the greater the level of benefit the customer 

receives. If that's the case with you, then you owe it to your customer or client to 

help them get better utilization of your product, because in the process of doing 

that you're helping them get a greater outcome, more benefit, greater advantage 

or protection because when they use it more often, they get a greater result. 

 

I have a client who owns a health club. When new members join, he sits down 

with them and forms a long-term exercise strategy with them that is progressive. 

In other words, it starts wherever they are right now and focuses on what they 

want to be their short-term objective, whether it be losing weight, gaining 

strength, getting more toned, reducing their cholesterol, changing their body fat 

levels, etc. 

 

But he doesn't stop there. He doesn't just give them a three-month intensive 

program. He takes them into the future. He shows them what they should be 

thinking about after they get that problem successfully overcome. He helps them 

formulate a long-term life strategy. The key here is life because it's perpetual. He 

shows them what they should be doing for the next three months and the next. 

And he progresses them to more rigorous exercise and different objectives, 

tightening up their body, building up their muscles, improving their stamina, etc. 

By installing in them a picture of what they should be doing on an ongoing or 

forever basis, these members are far more likely to stick with the regiment, to 

keep coming back and to renew their membership each and every year. 

In fact, my client enjoys three times the renewal rate of his industry because he 

does this. And his members tend to be far healthier, more fit and more attractive 
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than the average health club member. So it's a win-win. Both you and your 

customer benefit from this process, and it's not manipulative, it's benevolent. 

And they will appreciate and respect you for it. 

 

Number 6: To increase your frequency of repurchase, use price inducements. 

Simple, but overlooked by so many. Basically, there are a lot of customers and 

clients who will appreciate being offered an incentive for coming back and 

purchasing more often. It's that simple. 

 

Look at Frequent Flier points. The airlines created greater loyalty and far greater 

frequency of transaction by giving points every time you flew with them. There 

are many people who wouldn't think of switching airlines, who wouldn't think of 

canceling a flight, who can't wait for the chance to take their whole family or get 

their whole company on an airplane because they just want to keep racking up 

those points. It's a very powerful process. 

 

I love cappuccino. I go to a little cappuccino shop in my neighborhood. They're 

so smart. They have a little card they give you. They punch it every time I buy a 

cappuccino. When I've bought 10, guess what, I get two free. I can't wait to 

get my free ones. I keep coming back and back. Some days I go three times in 

one day. I'm working hard to get my two free cappuccinos. Pretty fun, huh? 

 

We have a group of restaurants in our neighborhood who are very shrewd 

marketers. They've created frequent diner points. They have 10 different 

programs you can get on: you can earn dinners for two, you can earn fully catered 

parties at your home, you can earn trips around the world. They have people who 

wouldn't think of going anywhere else. 
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The record clubs are really smart. They give you an incentive coming in, like six 

CDS for $.06, and then once you've fulfilled your purchase obligation, they 

immediately reward you by giving you two or three albums for half price, or for 

$1.00. So you've got a motivation to get through to buy those 8 or 10 albums, so 

you can start all over again. 

 

Does it work? Absolutely. Will it work for you? Most certainly. Ask yourself 

this question: How many ways can I use price inducement to get my customers or 

my clients to buy more often from me? 

 

So, what have we talked about today? You have now a comprehensive overview 

of the second and third ways to grow your business, how to increase the average 

transaction value each time your customer or client buys from you, and how to 

increase your frequency of repurchase to get more residual value from each client 

or customer you sell to. 

 

Now here's what I want you to do. Over the next three days, take one specific 

new action to increase your average transaction value, and one specific new 

action to increase your frequency of purchase. Now, I've given you six different 

approaches in each category, so it should be relatively simple for you. Again, 

choose the easiest action to implement and get started. As I mentioned before, 

it's like your enterprise has always been wired for this, but you've never turned 

the switch on. The power is already there. I'll see you back here in three days for 

Session 6. 

END 

 


